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Abstract
The extent to which service quality is linked to satisfaction, value and behavioural outcomes continues to be
debated in the literature. This research investigated two models involving the linkages between service quality,
satisfaction, perceived value, repurchase intention and willingness to recommend to others. The life insurance
industry was chosen as the industry for investigation since it is virtually a pure service with little tangibility and
high credence properties. Data were collected in Singapore in response to concerns about broadening
understanding of these variables cross-culturally. Results of path analysis indicate that service quality has an
indirect relationship with behavioural outcome measures via satisfaction and value. The study found that
satisfaction was positively associated with customers' re-purchase intentions but its relationship with customers'
willingness to recommend to others was relatively weak. This finding has important marketing implications as
word-of-mouth has previously been found to have significant influence on customers' purchase decisions.
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INTRODUCTION
Customer satisfaction has been regarded as the ultimate business goal. It is widely associated with customer
loyalty1 which in turn is related to profitability.2 For years, companies have invested immeasurable resources in
measuring and improving customer satisfaction. Satisfaction docs not necessarily lead to customer retention,
however, as is evident by the extant findings that even satisfied customers buy from elsewhere.3 Instead, there
is a general convergence of findings that delivering customer value is the fundamental basis of marketing
activities4 and an effective source of competitive advantage.5 Intuitively, it seems plausible that the degree of
value and quality consumers experience with services will have an impact on repeat business and favourable
word of mouth.
Those who provide services are keenly interested in ways to maximise various behavioural outcomes on the part
of customers, particularly customer loyalty. Considerable emphasis has focused on the impact of service quality
in determining repeat purchase and customer loyalty3 and its concomitant connection to improved profitability.2
There are two main types of behavioural outcomes that are highly valued. One can be termed behavioural
loyalty since it deals with specific behaviours related to repurchasing the service. The literature suggests that
this form of loyalty is as significant as the second type of loyalty, termed attitudinal loyalty.6 Attitudinal loyalty
focuses on a customer's likelihood of recommending the service provider to other potential customers.
Essentially this form of loyalty deals with word-of-mouth activities whereby a satisfied customer serves as an
advocate or apostle in spreading their faith about the worth of the service provider.7 Research has found that
those who exhibited high levels of both behavioural and attitudinal loyalty were 44 per cent more likely to be
active marketers and 26 per cent more likely to be passive word-of-mouth marketers.6
The way in which to maximise these forms of loyalty has been a dominant theme in the services literature over
the last decade or more. Many variables have been examined to identify those most powerful in explaining how
these two forms of loyalty can be produced. The three variables that have captured the most interest arc:
service quality, service value and satisfaction with the service. Ostrom and Iacobucci note that research on the
impact of quality, value and satisfaction on consumer purchase intentions would benefit appreciably if
researchers could 'examine these judgments simultaneously in one study to compare their effects on
subsequent consequential variables'.8 Similarly, Cronin, Brady and Hult point to the serious gap in the literature
concerning identifying the sequence of variables that have an impact on such intentions.9 In response to this
gap, research has examined several models involving quality, value and satisfaction to determine which one best
describes how these variables operate sequentially.9 But, this research did not examine the two different forms

of loyalty simultaneously. This study responds to the need to continue research in this area by examining other
models that also include measures of behavioural and attitudinal loyalty.
Clearly, most of the research investigating the causal connection of these variables was conducted in the LTSA.
Given the trend towards internationalisation in many service industries, it is crucial to understand if these
models also apply to other cultures. Smith and Reynolds cite the lack of research on services in other cultural
settings outside the USA.10 In one exception, Malhotra and Ulgado provided varying hypotheses for differences
in service quality evaluation between developed and developing countries, asserting that economic and
sociocultural differences will have an impact on customer expectations.11 Recent findings have suggested that
customers' perceived value and behavioural intentions may vary depending on the nature of industry setting
and customer characteristics such as cultural background.12 In sum, researchers see a need for cross-cultural
confirmation of the relationships between service quality and other constructs.
Given this need to understand the causal connectivity of these variables, the objective of this research is to
understand the relationships between customers' satisfaction, perceived quality, perceived value and postpurchase behaviours in the context of the life insurance industry in Singapore. Life insurance is an important but
often neglected area of study. It is regarded as a high credence service where future benefits of products are
difficult to prove. Thus, customers are generally less confident of their abilities to judge the worth of the
offerings and are inevitably more careful in making their purchase decisions. Singapore was chosen since it is a
very different culture from the USA, yet modern, much like the USA. In Singapore, the life insurance business has
expanded at least 16 times over the last 16 years. The industry is undergoing a dramatic transformation,
however, and is experiencing heightened competition as a result of financial deregulation and rapid
technological advancement.
The structure of this paper is as follows. First, it describes how service quality, satisfaction and value are
connected to behavioural outcomes such as attitudinal and behavioural forms of loyalty (ie word-of-mouth
recommendations and repurchase intentions). Then research models are provided and examined empirically.
Subsequently, the methodology is discussed in terms of sampling and survey design. The results are then
presented and discussed.

LITERATURE REVIEW
While the relationships between service quality, value, satisfaction and behavioural outcomes have taken
centre-stage in the service management literature, the extant findings on the sequential order of these
relationships in 'satisfaction-post-purchase' models has remained unclear. To shed light on this ambiguity, the
authors examine the literature's perspectives on how service quality is likely to drive perceived value,
satisfaction and post-purchase behaviours.

Satisfaction, perceived value and post-purchase behaviours
Satisfaction is a well-researched subject in the services literature. It has been well accepted that satisfaction is
customers' cognitive or affective reaction to overall service encountered.13,14 Among the conceptual models of
satisfaction, the expectancy disconfirmation model is the most widely used framework. In this context, customer
satisfaction is described as a function of expectations and disconfirmation resulting from comparison between
expected and perceived performance.15 Thus, satisfaction is a result of confirmation or positive disconfirmation
of customer expectations, and dissatisfaction is caused by negative disconfirmation of customer expectations. It
is also possible that customers with expectations of receiving bad service may in fact feel less dissatisfied than
those who initially expected good service. It is expected, however, that most consumers will be dissatisfied
when there is bad service.

In both the marketing and financial services literature, satisfaction is argued to have an impact on customers'
loyalty intentions15,16 which in turn affects profitability.17,18 Empirical findings have also found supportive
evidence that satisfaction is associated positively with customers' repurchase intentions (behavioural loyalty)
and propensity to recommend to others (attitudinal loyalty).19 Most of these studies, however, have ignored the
important role of perceived value on customers' behavioural outcomes, which is viewed as a shortcoming of
these investigations.20
Both business people and academicians recognise the strong impact perceived value can have on consumer
behaviour. Besides trust in the service provider, perceived value is considered to be a key to forging strong
relationships with clients in insurance and other financial services.21 Sweeney, Soutar and Johnson argue that
'provision of value' to customers has become a strategic imperative rivalling customer satisfaction.22 Leading
companies view the creation of outstanding consumer value as the only secure way to achieve sustainable
financial and market success23 while academicians envisage its continued importance well into the 21st
century.13
Value is often defined as the ratio of quality and price. Derived from the philosophical field of axiology,
Holbrook4 defined customer value as an 'interactive relativistic preference experience', which involves an
interaction between consumers and characteristics of some physical or mental objects. Customer value is a
comparative, personal and situational judgment.6,24 In an exploratory study, Zeithaml24 proposed that value was
the 'customer's overall assessment of the utility of a product based on perceptions of what is received and what
is given'. Similarly, Dodds defined customer value as the trade-off between consumers' perception of sacrifice
and quality.25 Understanding how value influences perceptions of quality, satisfaction and behavioural
intentions is still in an inchoate state.
Customers buy on value.5 Hence, customers' perception of value is believed to have significant influence on
individuals' purchase intentions. It is believed that customers' perceived value influences both satisfaction and
purchase behaviours. In the service management literature, satisfaction is argued to be the result of customers'
perception of value received in a transaction or relationship.26 Studies on the relationship between perceived
value, satisfaction and post-purchase behaviours, however, have yielded somewhat mixed findings. For instance,
some researchers suggested that perceived value was positively associated with both satisfaction and
repurchase intentions.27,28 In a study of the lodging market, Dojanic29 concluded that there was a strong
association between customer value and satisfaction. Spreng, Dixon and Olshavsky28 also argued that customers'
perceived value was an antecedent of satisfaction. Patterson and Spreng30 found that customers' perceived
value had a strong and significant impact on satisfaction, but it was mediated through satisfaction in influencing
customers' repeat purchase behaviours. Caruana, Money and Berthon8 also found that value moderated the
service quality-satisfaction relationships. In contrast, Oh29 in the study of the hotel industry, found that
customers' perceived value had a significant and direct relationship with satisfaction and repurchase intentions,
as well as word-of-mouth. In studying the role of perceived value in the context of dentists, vehicle service,
restaurants and hairstylists, McDougall and Levesque31 found that perceived value did contribute to customer
satisfaction but did not influence customers' switching and loyalty intentions directly.
Gooding32 found that perceived value was a better predictor of the choice of a service (ie behavioural intention)
than was quality, while Ostrum and Iacubucci8 found that quality had a significant impact on perceived service
value under different conditions. Sweeney, Soutar and Johnson22 found that perceived value for money was a
significant mediator of perceived quality, price, risk and willingness to buy (ie behaviour intention). While some
studies found that perceived value did not have any significant impact on customers' post-purchase behaviours,
others found that value had an impact on behavioural intentions when constraining the effect of the 'extrinsic
factors' and 'quality'.33

In sum, the divergent viewpoints on the antecedents and consequences of value perception have resulted in
inconsistent findings on the relationship between customers' perceived value, satisfaction and post-purchase
behaviours.27 Nonetheless, there does seem to be some connection between value and other variables such as
satisfaction, quality and behavioural outcomes; it is quite likely that value serves as a mediating variable.
Among others, service quality is widely argued as one of the important variables that influence customers'
perception of value and as a prerequisite to customer loyalty.34,35 For example, Bolton and Drew36 concluded
that service quality was a critical predictor of consumers' perception of value. Service quality has also been
widely modelled as an antecedent to customer satisfaction.1 In life insurance, a positive perception of agents'
service quality is considered to enhance overall customer satisfaction as well as add value to the overall service
package.37 Similarly, Bitner, Booms and Mohr38 also argued that improved service quality would lead to higher
customer satisfaction.
Ravald and Grönroos 20 extended the research in service quality and proposed that relational quality, ie the trust
and commitment between customers and providers, was a critical source of customers' perception of value. It
was argued that, in a close relationship, customers would focus on their overall relationship with suppliers
rather than evaluating individual product offerings. In this context, customers may simply purchase because of
their relationship with suppliers, although product offering may not give the highest net monetary benefit. Thus,
relationship value is claimed to be an important factor in a long-term customer-provider relationship.
Other research in financial services suggests that customer satisfaction with contact personnel during service
encounters is found to affect both overall satisfaction and loyalty.39,40 In life insurance, Taylor41 found that both
service quality and satisfaction are important determinants of behavioural outcomes. Further, empirical
evidence from credence services has also provided supportive evidence on the relationship between relational
quality and value37 as well as relational quality and satisfaction.31
In sum, the literature to date implies that there is a sequential order in how these service variables operate.
Specifically, quality influences satisfaction and value and these in turn drive the behavioural intentions of
attitudinal and behavioural loyalty. On this basis, two models (one direct and the other indirect) are proposed
that integrate the present understanding of how service quality, satisfaction, value and behavioural intentions
are connected. These models are featured in Figure 1. The goal is to test the strength of this model and then to
derive implications for the insurance industry in Singapore.

METHODOLOGY
The methodology involved several stages as discussed below.

Exploratory research

To understand customers' perception of quality, value and its impact on their post-purchase behaviours, 28 indepth interviews were conducted in a three-stage approach with customers and providers of life insurance
services in Singapore. These interviews were to assess how customers, potential customers and life insurance
agents viewed value and quality in life insurance services. Subjects were assured of anonymity in order to
facilitate openness during the interviews. First, 18 interviews were conducted with customers who had
purchased at least one life insurance policy within the previous two years. secondly, five interviews were
conducted with non-customers. These included subjects who were eligible and interested but had not yet
purchased a life insurance product. Life insurance transactions are traditionally completed through an agent
who is the key contact person between insurance policy holder and insurer. Lastly, five interviews with life
insurance agents and managers from insurance companies were conducted. Along with the data collected from

customers and non-customers, these interviews were used to construct elements of the survey instrument as
discussed below.

Questionnaire design
A draft questionnaire was developed and pre-testcd using a small convenience sample to check for any
ambiguities, gaps and communication errors. Field tests on the revised questionnaire were then conducted with
a small sample. Subjects were guided through the question 'When did you purchase the most recent life
insurance policy, either for yourself or for your family members?' and 'Which company did you purchase your
most recent life insurance policy from?' This was to help subjects to anchor their purchase experience for the
purpose of this questionnaire. The final version of the survey consisted of a number of measures including
measures for service quality, value, service satisfaction, recommendation and repurchase as discussed below.
Service quality of life insurance services was measured using six items, all employing seven-point rating scales (1
= among the worst and 7 = among the best). The six scale items covered facets of service quality such as
reliability, helpfulness, responsiveness, empathy, trustworthiness and product knowledge. Coefficient alpha of
0.133 for the six-item scale indicates that the service quality measure has acceptable reliability (ie >0.7). As such,
responses to the six items were combined to obtain a composite service quality score for each subject.
Customers' overall perceived value was measured by asking 'How do you rate your life insurance purchase
experience in terms of value for money?', with responses ranging from 1 ('among the worst') to 7 ('among the
best'). This measure for customers' perceived value was adapted from past works in marketing and service
marketing literature.27 Customer satisfaction was measured by asking respondents 'How satisfied were you as a
customer from your purchase experience with ... [insurance company]?' A seven point likelihood scale where '1
= very dissatisfied / 7 = very satisfied' was used to elicit responses. The use of a single statement was patterned
on previous studies such as that of Uojanic.29 Customers' post-purchase behaviours (behavioural and attitudinal
loyalty) were measured by 'repurchase intentions'27 and 'willingness to recommend to others'.1 Customers'
repurchase intention was measured by asking respondents 'How likely are you to buy your next life insurance
policy from ... [insurance company]?' while the statement 'How likely are you to recommend the life insurance
provider to someone you know?' was used to assess respondents' willingness to recommend to others. A sevenpoint likelihood scale where '1 =nut at all/ 7 = extremely likely' was used for each statement.

Sample and data collection

Subjects for the study were participants attending short-term training programmes at the Service Quality Centre
in Singapore between April and June 2000. The Service Quality Centre is a privately run Training Institute
conducting training programmes in many areas for different levels of supervisory and managerial personnel
from all types of industries and businesses in the Singapore area. The subjects were recruited for the study on
the basis of their having purchased life insurance in the previous two years. Life insurance in this study was
limited to whole life insurance; endowment; life annuity; and living policies that cover major illnesses. A crosssection of 240 qualified subjects from Singapore completed the survey out of which 27 were excluded due to
missing information.
The final sample of 213 respondents had the following profile: 55 per cent were men and 45 per cent were
women; 80 per cent of the sample were Chinese, 14 per cent were Malay and 6 per cent were Indians; 53 per
cent were married and 46 per cent were single; and age ranged from 26 to 46 with the mean age of 34. Sample
characteristics in terms of race, sex and marital status were similar to the Singapore working population while
age average is lower because of the insurance purchase requirement. In general, the sample was selected
carefully to be representative of insurance buyers in Singapore and considered to meet the requirements for

testing relationships between service quality, satisfaction, value and behavioural intentions in the context of life
insurance.
Table 1 Correlations and mean values among services variables
Service quality Value Satisfaction Recommendation Repurchase
Service quality
1
Value
0.51
1
Satisfaction
0.45
0.64
1
Recommendation
0.41
0.69
0.49
1
Repurchase
0.44
0.70
0.72
0.70
1
Mean values
4.95
4.89
4.44
4.02
4.38

RESULTS
Table 1 shows the correlations between the services variables and the mean values. all of the correlations in this
table are significant (p < 0.05). Also, as shown in Table 1, these correlations between the services variables are
moderate to strong. In sum, service quality, value, satisfaction and behavioural outcomes (ie recommendation
and repurchase) are all related to each other as proposed by earlier studies. The mean values in Table 1 indicate
that subjects have a slightly favourable evaluation of life insurance service providers (mean > 4 on a seven-point
scale).
The major objective of this paper is to determine the causal connectivity between the services variables.
Specifically, is service quality the antecedent of value and satisfaction? In turn, do value and satisfaction serve as
the antecedents of behavioural outcomes such as recommendation and repurchase? Also, is there a direct
relationship between service quality and behavioural outcomes or is it mediated by value and satisfaction? To
address these questions path analysis of the data was performed using Lisrel 8.5. Figure 1 shows the two models
the authors examined to assess the various relationships. The 'Direct Path Model' or model D shows that service
quality has a direct impact on recommendation and repurchase. Its alternative, the 'Indirect Path Model' or
model I shows that service quality affects behavioural outcomes indirectly, via value and satisfaction. Results of
path analysis, showing the fit of these two models along with various path estimates, are shown in Table 2.

Figure 1 Models of quality, value, satisfaction, and behavioural outcomes

As is seen in Table 2, in model D, the path estimates for service quality - > recommendation relationship (value =
0.09) and service quality - > repurchase relationship (value = 0.05) are insignificant (t-values > 2). Also, based on
the 𝜒𝜒 2 difference test, the overall fit of this model (𝜒𝜒 2 = 41.54, df = 1) is not significantly different (p > 0.05) as
compared to the fit of model I 𝜒𝜒 2 = 43.47, df = 3). Incidentally, model I does not assume direct relationship
between service quality and behavioural outcomes. Other indicators of model fit are goodness-of-fit index (GFI),
comparative fit index (CFI) and standardised root mean square residual (RMR). Typically, GFI and CFI values
above 0.9 and low standardised RMR values imply that the fit is good.42 On the basis of these yardsticks, both
model D and model I have acceptable fit, yet the fit indices for the two models are fairly similar, implying that
the more parsimonious model I should be accepted.
Table 2 Path analysis results

𝜒𝜒 2 / (df)
GFI
CFI
Std RMR

Direct path model
(Model D)
41.54 / (1)
0.93
0.93
0.049

Indirect path model
(Model I)
43.47 / (3)
0.93
0.93
0.049

SQ-> VAL
SQ-> SAT
SQ-> Reco
SQ-> Repur

0.63(8.66)
0.23(2.77)
0.09(1.08)
0.05(0.77)

0.63(8.66)
0.23(2.77)

VAL-> SAT
0.61(9.10)
0.7(12.03)
VAL - > Reco
0.64(8.82)
0.66(9.70)
VAL - > Repur 0.41(6.64)
0.43(7.28)
SAT-> Reco
0.07(1.38)
0.09(1.40)
SAT-> Repur
0.44(9.62)
0.45(8.43)
Indirect paths
SQ-> Reco
0.45(7.32)
SQ-> Repur
0.46(7.40)
Note: For each path, the table shows path estimates along with /-va lues in parentheses
Table 2 also provides other valuable information. For example for model I, service quality has a strong impact on
both value and satisfaction (path estimates > 0.6, t-values > 2). In turn, value has a significant impact on
satisfaction and behavioural outcome measures of recommendation and repurchase (t-value > 2). While
satisfaction does have an impact on repurchase, its impact on recommendation is weak. Also, and most
importantly, the indirect path estimates showing relationships between service quality and recommendation as
well as service quality and repurchase are significant (path estimates > 0.4, t-values > 2). In sum, the life
insurance data show significant relationships among the services variables, where service quality affects value
and satisfaction, which, in turn, affects behavioural outcomes.

DISCUSSION
Considerable attention in the services literature has examined key variables such as service quality, value,
satisfaction and behavioural outcomes such as repurchase intention and recommendation to others. Only a few
empirical studies,9 however, examined the theoretical relationships between those services variables. Therefore,
to understand better the dynamics of relationships between key services variables, some researchers have

called for additional research across various service industries and in cultural settings beyond the USA.10 This
study partly addresses this concern. Drawing data from the life insurance industry in Singapore, this research
contributes empirical evidence on the theoretical relationship between customers' perceived quality, value,
satisfaction and post-purchase behaviours.
The investigation centres primarily on two models. One of them is the direct model (or model D) which assumes
a direct relationship between service quality and behavioural outcomes. The other model is the indirect model
(or model I) which assumes that the relationship between service quality and satisfaction is mediated by value
and satisfaction. In the context of life insurance services in Singapore, the direct model (model D) provides an
inadequate replication of the relationship dynamics between the client and the insurance agent who is a
representative of the service provider. Results show that quality is not directly tied to behavioural outcomes of
attitudinal loyalty (ie recommendation) and behavioural loyalty (ie repurchase). Thus, a better picture of the
drama that unfolds between the agent and the client is captured more adequately by the indirect model (model
I).
The quality of service provided by the insurance agent influences both perceptions of value of the insurance
product and satisfaction with how the service is delivered. Subsequently, service satisfaction and appreciation of
value are more likely to make clients loyal customers. This loyalty is expressed both attitudinally in terms of
word-of-mouth recommendation and behaviourally in terms of returning to the insurance agent for future
business. The absence of a direct link between service quality and behavioural outcomes implies that the clients
go through the process of experiencing the service in terms of its value and how it satisfies their needs before
they are in a position to recommend or repurchase the insurance product.
Extant research suggests that customers form value perceptions on the basis of a variety of factors such as price,
reliability, product knowledge, and helpfulness of the service provider's representative.43 These value
perceptions and service satisfaction are inextricably bound, as seen in the results of the study. It is likely that the
two variables operate in tandem in the way they shape customer experience with service quality. These dynamic
forces then set the stage for customers' future intentions such as recommendation and repurchase. Such
findings provide empirical support for the earlier works of Cronin et al.9 and Oh.27
The study shows that perceived value has a significant relationship with customer satisfaction, supporting
Bojanic.29 In turn, the path estimates between satisfaction and behavioural outcomes imply that while satisfied
customers are likely to repurchase from the same providers, their likelihood to recommend to others is
relatively low and, perhaps, inconsistent. Hence, even though satisfaction is an important factor of customers'
repurchase intention, it does not necessarily guarantee customers' willingness to recommend to others. This
could partially be attributed to the Asians' traditional values where recommendation of life insurance products
to others is always seen as inauspicious. On the other hand, the analysis of 'perceived value-post-purchase
behaviour' relationship reveals that customers' perceived value has a fairly consistent influence on both
'willingness to repurchase' and 'willingness to recommend to others'. One possible explanation is that customers
would be more willing to recommend to others if a particular offering has a high perceived value or it is viewed
as 'value for money' as suggested by Zcithaml.24

MANAGERIAL IMPLICATIONS
The rapid advance of information technology and the liberalisation of the insurance industry in Singapore have
heightened the competition among life insurance providers. The relatively low mean scores for both 'willingness
to repurchase (mean = 4.38)' and 'willingness to recommend to others (mean = 4.02)' signifies that life insurance
providers must explore new approaches to customer retention. This research also reveals that customers'
perceived value has a significant influence on both satisfaction and post-purchase behaviours. These findings

have significant strategic implications to the industry. First, life insurance providers must move beyond the
satisfaction paradigm and deliver customer value for improved competitive advantage. Different sources of
customer value such as service quality, relational quality, price, product quality and corporate image are useful
to marketers for the development of value-based marketing strategies. Marketers should also move beyond the
conventional measurement of satisfaction and develop capabilities in tracking customers' perceived value.
Secondly, to operationalise the concept of customer value for improved competitive advantage, marketers must
understand the relative importance of the sources of customer value. Some studies43 found product quality to
be an important driver in influencing customers' perceived value and their post-purchase behaviours. This
finding has important marketing implications as it is commonly assumed that customers generally lack in-depth
understanding of life insurance products and are unable to make sensible comparisons between product
offerings available in the market. Marketers should instead package their life insurance products in such a way
that customers are able to appreciate fully the benefits of their offerings. As life insurance agents are the key
links between customers and providers, effective training to equip them with the necessary product knowledge
will prove to have added advantage. In this study, product knowledge was one of the items that measured
service quality perceptions. On this variable, the average rating of 5.13 on a seven-point scale suggests that
Singaporean customers are fairly satisfied with the product knowledge of their insurance agents. Having said
this, the high turnover rate of the life insurance agents will undoubtedly pose an additional challenge to the
providers in managing agents' product knowledge. Marketers should therefore explore other means of
delivering value to targeted customers, instead of being solely dependent on life insurance agents.
Next, the analysis of the 'perceived value-post-purchase behaviour' relationship suggests that perceived value is
a better predictor of customers' 'willingness to recommend to others' than that of satisfaction. Previous studies
have concluded that recommendation from friends or relatives have considerable influence on customers'
purchase decisions.44 Marketers should therefore develop strategics and capabilities that are geared towards
delivering customer value, which in turn would help in improving customers' willingness to recommend to
others. These findings would enable marketers to optimise their marketing efforts. As life insurance is regarded
as a high credence service where product benefits are difficult to prove, the findings of this research could also
be relevant to other credence services such as stock brokers, estate planning and health insurance.
With the rapid advance of information technology, life insurance business is undergoing a dramatic
transformation where the traditional approach of marketing through agents is being challenged by alternative
channels such as e-business. Future research on customers' perceived value in the technology age would
provide validation for the empirical findings of this study, as sources from which customers derive value may be
somewhat different in the online marketing modes.

NOTE
All authors contributed equally to the project.
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